Abstract
Introduction
Over the past centuries, spa and wellness-oriented activities have been recognized around the world with existing of different health practices of the people in different regions for staying healthy and for healing/curing remedies as well. The development of wellness tourism can be resonated with the echoes of the great economic growth and major demographic shift occurring in most countries across the globe. McNeil and Ragins (2004) suggested that spa participation is currently showing incredible growth, as more consumers turn to spa facilities as venues to improve their health and well-being. Although it is luxury, it is seen as much more necessity, and factors like personal space, time out, escapism, retreats contribute to spa visitation. Hotel guests, today more than ever, want higher quality offer for their money (Blešić et al., 2008) . This means that wellness is today a very important criterion by which customers select hotels. However, different people have different motivations for coming to the wellness center, some of them have health motives, and some of them do that because of relaxation, recreation etc...
The Wellness Tourism in Slovenia
The great diversity of landscapes and the easy availability of the country, Slovenia influences the fact that this country has the opportunity to develop a different type of tourism (Ažman Momirski, Kladik, 2009) . One of the most developed is the spa tourism, especially modern form of the wellness tourism. The Wellness and spa programs in the Slovenian spas have become liabilities, and the spa tourism in Slovenia can serve as a unique example of the mutual complement of the health spas and the tourist functions. There is a combination of tradition, a very long experience and discoveries of the modern professionals.
Slovenia is a small country, but it is full of natural resources: there are some healing thermal waters and the good climate conditions. There are some thermal waters with different properties and temperature (from 32 to 73 degrees Celsius) and some mineral water (world famous "Donat Mg" and "Radenska Three Hearts"), and also the salt water, some organic and inorganic peloids. The climate is maritime, Pannonian and subalpine. In fifteen spa centers with the motto "With the nature to the health" the latest offerings are developed in the field of "wellness" and some new programs for the health care and the disease prevention as well. When it comes to the spa tourism, Slovenia is the most competitive country among the countries of the former Yugoslavia.
Literature Review
The study of motivation is being widely used in understanding of the human behaviour and can be found in the literature of many disciplines. Likewise in tourism, the concept of the motivation has been used in understanding tourist behaviours and their travel decision-making, which can be indicative to the tourism providers to attract tourists and meet their needs during their travel at a particular destination. Page and Connell (2006) stated that motivation as a subject was an integral part of the study of consumer behaviour in tourism.
Among the most well-known tourist motivation theory is the "push-pull" concept in which activity is seen as a product of a pull-push relationship. The idea of the push-pull model is the decomposition of a tourist's choice of destination into two forces, which are push and pull factors (Bansal, Eiselt, 2004) . The push factors are considered to be socio-psychological motivations that predispose an individual to travel, while the pull factors are those that attract an individual to a destination once the decision to travel has been made (Kim, Lee, 2002) . Yoon and Uysal (2005) stated that push motivations were more related to the internal emotional aspects, while pull motivations were connected to the external, the situational, or the cognitive aspects.
This concept was also applied in the study of tourist motivation in the field of wellness tourism. It was concluded that there must be the factors that motivate tourists to use the spa services, but also the real attributes that attract them to come to a spa facility. Based on this concept, the research was carried out in Malaysia. The Authors Azman and Chan (2010) wanted to investigate the motivation of wellness tourists in this area. Data were collected through the in-depth interview and it is concluded that the motivation of wellness tourists largely depends on the personal needs and the lifestyle, and then on the price and quality of services.
One of the available researches that is directly linked to the health and spa goers is of Mak and Wong (2007) , who examined the underlying factors that motivate Hong Kong travelers to search for spa experiences. The structured questionnaires were employed to conduct the survey and received a total of 302 responses. The motivation factors: the relaxation and the relief, the escape, the self-reward and indulgence, and health and beauty are the most important factors that motivate the travelers to visit spas.
On the contrary, there are studies integrating healthy lifestyle into consumer/tourists behaviours by Gonzalez and Bello (2002) show a strong dependency relationship between tourists' behaviours on the trip and the lifestyle. Based on that, Byung hun Kim and Adarsh Batra (2009) suggest a hypothetical model that examines and finds a relationship between the healthy lifestyle of wellness tourists and their motivations in the wellness center. This model consists of the two main parts. The first section relates to a healthy lifestyle and it consists of six variables (exercise, diet, alcohol and drugs, smoking, stress, safety) contained in 18 questions. The second section evaluated the motivational behavior and contains thirteen questions. Based on this model, a study was explored by 164 questionnaires at the eight well-ness centers of hotels in Bangkok from February to April in 2009. It maintains that recreation, relaxation, enhancement of the quality of life and some social activities are the top four motivational factors when visiting wellness facilities. The correlation results revealed that there were relationships between the healthy-living behavior statuses with the regard to a diet, a smoking status, and the safety and motivational behavior to visit wellness facilities.
Methodology
The Model for Measuring Motives of the Wellness Users
The model described in the previous chapter that was used in Thailand is also used for this research. The first part of the questionnaire relates to the socio-demographic data: gender, age, education, occupation, the place of residence, the amount of monthly income.
The second part of the questionnaire refers to the issues of healthy living habits. This part consists of the 6 variables, or 18 questions from the model taken over by the Thai authors Byung hun Kim and Adarsh Batra (2009) .The variables (exercise, diet, alcohol and drugs, smoking, stress and safety) were measured using the multi-items measures. Each item contains a five-point Likert scale on which the respondents declared themselves to what extent they abide the guidelines of a healthy lifestyle: 1 -never, 2 -rarely, 3 -sometimes, 4 -often, 5 -always.
The third part of the questionnaire refers to the importance of the guest's motives in the wellness center. This part, as the second part of the questionnaire, is also taken from the aforementioned model by Thai authors Kim and Batra (2009) and consists of 13 motivational factors. In this section a five-point Likert scale is used, in which the respondents had to declare how important some motive for coming to the wellness center is: 1 -not important at all, 2 -not important, 3 -neither or nor important, 4 -fairy important, 5 -very important.
The Hypotheses

H1:
The people from Slovenia (and from the other countries of the western Europe in general) have more developed habit of visiting wellness centers because of the more frequent wellness philosophy, therefore they very often visit these places. H2: The primary reason for visiting depends on the type of the hotel in which the wellness center is. Accordingly, the guests who come to the spa hotels visit the wellness centers because of the health improvement. On the other hand, those who come to the city hotels, they do it mostly because of the relaxation and rest. H3: Younger persons are more interested in "the active holiday", that is why the recreation is more important reason for them for visiting a wellness center than for the others guests of different age. H4: The business people are under bigger stress than the other groups in the survey, which is why the mental therapy and the meditation are reasons that are more important for them for visiting a wellness center than to the others.
Wellness Centers in Slovenia: Tourists' Profiles and Motivational Factors
Findings and Discussion
The Data Analysis
The research was carried out from April to July 2013. The study involved the service users in the wellness centers of some selected hotels in Slovenia. The research was conducted on the entire territory of Slovenia and the wellness centers were chosen on a random basis (Table 1) . During the questioning, the 120 questionnaires were distributed, but in the end, there were 100 valid questionnaires (83%). The graph 1 shows the frequency of visiting the wellness centers by the service users on the weekly, monthly and yearly bases. The biggest percent of the service users, almost 30 %, answer that they visit the wellness centers once in a month. The similar percentage, about one third, belongs to the group who visits the wellness centers once or twice a year. Almost one fifth, i.e. 19% surely visits some of the wellness centers once in a week, and there are those people, about 5 %, who visit the wellness centers even three times a week. These data show that the visitors of the wellness centers in Slovenia have relatively well developed habit of using the wellness services, which is not odd because of their standard, the western life % style and also because of the fact that there are many wellness centers in a small territory of their country. It should be also said that their medical system invests many efforts into spreading the wellness philosophy, especially through the mission of the public medical network of the health resorts in Slovenia. All these facts confirm the hypothesis 1. Table 2 shows that the primary reason for guests visiting the wellness centers depends on the hotel type in which the wellness center is. It is evident that the primary reason at the spa hotels is using the wellness center, no matter whether the reason of visiting the hotel is a medical treatment, or the health improvement. Considering the traditional practice of the medical treatment and the medical care at the spa hotels, these facts are not surprising and confirm the hypothesis 2. The rest and relaxation are the primary reasons for visiting the other three hotel types (mountain, city and beach). Still, there is some number of those who visit the beach type of the hotel because of the medical treatment, which is, obviously, the wave therapy. The smallest number of users chose the care and beauty treatments and those are the users who visit the wellness centers at the city hotels. The results of the T-test
The T-test of the independent samples was carried out with the goal of comparing the arithmetic average of the answers between the male and the female respondents (Table 3) . Thanks to the analysis of the results, it could be concluded that there are statistically significant differences in the answers of the respondents according to their sex in the second and in the sixth factor on the level of significance p< 0, 01. The difference is in the fact that the female persons give higher marks to the questions about "diet" and "security". This information shows that the women who use the wellness centers take care of the healthy food more than the men take care. The same situation is with the security factor, especially because of the questions within this factor that were connected to the security during driving, which confirms the well-known fact that women are more careful drivers.
The T-test of the independent samples was also carried out with the goal of comparing the significance of the answers between the male and the female respondents about the motives for the visiting (Table 4) . Thank to the analysis of the results, it could be concluded that there are statistically significant differences in the answers of the respondents according to their sex about the motive "The effortless activities" on the level of significance p< 0, 05. The difference is in the fact that the female persons give significantly higher marks to the questions about the motive "The effortless activities". This motive gets the highest average mark given by both the male and the female respondents. Nevertheless, the women are more explicit than the men are about the motivation for visiting the wellness centers, the desire to free themselves from any effort doing absolutely nothing. With the other motives, there is not noticed any bigger significance between the answers of the male and the female respondents.
The results of the analysis of the variant "Anova"
The analysis of the variant "Anova" questions if there is a statistically significant connection between the dependant variables (the questions about the habits of the healthy food and the visiting motives) and the independent variables (the socio-demographic characteristics of the examinees). The independent variables in this analysis are: the age, the profession and the amount of the monthly incomes of the respondents.
The results of the one-way analysis variant for the healthy life style domain show that on the level of significance p< 0,01, there are statistically significant differences between the different age groups about the exercise factor, and on the level of significance p< 0,05 about the security factor. In order to find out where the significant difference is between the different age groups, the LSD post-hoc test was carried out (Table 5) . The results of the post-hoc test show that the youngest respondents (20 years old and younger) have the most developed habit of doing some physical activities in everyday life opposite to the other respondents. The same situation is with the security factor: again, younger respondents, and those from the third group, give higher marks for taking care of the personal security and protection.
In the domain of the visiting motive, there is a significant difference between the answers of the respondents of the different age about the two motives: the recreation and the consciousness about good health on the level of significance p< 0, 01 (Table 6 ). Namely, again the youngest respondents (20 years old and younger) give significantly different answers from the other groups when the recreation motive is in question, which is in agreement with the previous analysis where it is confirmed that the youngest respondents most do everyday physical activities. This fact confirms at the same time the hypothesis 3. When the motive about the consciousness of the importance of the good health is in question, the eldest group (above 60 years old) separates from the other age groups, especially from the first and the second ones. This tells us that older people are more conscious of the fact how important the good health is and that is the reason why they are motivated to come to a wellness center, while young people, not thinking much about this fact, but still having the youthful energy, do more recreation than the older ones. There are some statistically significant differences on the level of significance p< 0, 01 only at the exercise factor about the question of the healthy life style habits concerning the profession of the respondents. The result of the post-hoc test shows that the retired people use less energy for doing everyday physical activities than the other groups, which is in accordance with the analysis of the age categories, where we concluded that the people older than 60 give lower marks to this factor. On the other hand, we could analyze the significance of the different answers of the people of different professions on the question about the motive of visiting the wellness centers. It could be concluded that there are the significant statistic differences about the motives of the social activities and of the shopping of health products on the level of significance p< 0,01, and about the motives of the curiosity and the meditation on the level of significance p< 0,05 (Table 8) . The result of the post-hoc test shows that the unemployed people are more motivated than the other groups to come to the wellness centers because of the social activities and the learning new things. On the other hand, students are less interested than the other groups in the shopping of health products and the meditation. Therefore, since the difference in the answers concerning the motive of the mental therapy did not prove as the significant one, and since the meditation did not set apart the group of the business people, we could conclude that the hypothesis 4 is not confirmed.
We can give similar conclusions if we apply this analysis on the different groups of people with the different monthly incomes. And we can see that the people with the lowest incomes (500€ or less) have the stronger motives for coming to the wellness centers such as the social activities and the learning of the new things, which is more significant than with the people who have higher incomes (Table 9 ). 
Conclusion
The wellness tourism can be characterized as an old-new branch of the tourism. It is old because of the inseparable connection to the spa tourism and the ancient origin of the treatments that are used even nowadays, and some of them originated from the BC period. It is new because of the contemporary innovations in the field, as well as the new point of view on the wellness philosophy and the different needs of the modern man. Besides the inner urge of the wellness tourists, their motivation for coming to a wellness center also depends on the size and on the variety of the offers of the wellness centers, which are a kind of an attraction factor. This research was carried out on the territory of Slovenia that was chosen as a very developed wellness destination with the rich and developed wellness offers.
The causes of this research are the motives of the wellness users in the chosen hotels in Slovenia, and the starting point for defining this theme is the theory of the tourist motivation. The majority of the authors agree that the tourist motive is actually the combination of the need and the subject of that need, i.e., the inner urge and the outer charm. In addition, when the types of the motives are in question, they can be various: physical, cultural, interpersonal, prestige etc.
Based on the previous researches on the theme of the motivation of the wellness tourists, and based on some logical assumptions (about the territorial and demographic characteristics) at the beginning of this research, four hypotheses were assumed, and only one was not confirmed.
The assumption was that the motives of the users of the wellness centers depended a lot on their life style, i.e. their everyday habits connected to their healthy life. That is why the behavior to their health was established first, and the reasons for coming were established later.
The results of the research show that there are certain differences in the answers of the respondents depending on the groups they belong, such as the sex, the age, the profession, the incomes. Therefore, the motive of the effortless activities (doing nothing) is stronger with the women than with the men, while the recreation motive is the strongest with the younger people, who are 20 or less. In addition, it is proved that the people with the lowest incomes are more motivated with the possibility to socialize and to learn new things than the people with higher incomes are.
When we sum up all these results, we can conclude that the motives for visiting the wellness centers at the hotels in Slovenia are numerous and they depend a lot on the everyday healthy life style of the visitors. In addition, they depend on many other factors connected to the socio-demographic characteristics of the visitors, or on the characteristics of the wellness centers. This information should be used more often in the future researches of this kind because it is very important for discovering the needs of the wellness tourists and for meeting their needs.
